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CHAPTER I 
INTRODUCTION
Approximately two years ago, a group of about 60 people 
representing seven counties in southwestern Montana (see map, page 2) 
formed an organization to promote tourism and travel within th e ir  
counties. The people in the organization are predominantly owners of 
motels, restaurants, and various other businesses closely related to  
tourism. I t  was f e l t  th a t through the co llec tive  e ffo rts  of the organi­
zation a more e ffe c tiv e  program could be developed and financed to 
promote tourism in the seven-county area.
Since the members realized  that i t  was essential to name 
th e ir  area, they adopted the name "Magi cl and," the name o rig in a lly  
coined by touris ts  in the Whitehall area in the 1920's. The members 
f e l t  th a t Magi cl and would ty p ify  the "enchantment" of the area and 
the "spell" the area casts over trave le rs .
Because of the size of Magi cl and, the varied backgrounds of the 
members, and the coordination problems involved, the organization mem­
bers have been unable to develop a unified  promotional campaign fo r 
Magicland. This, in tu rn , has hindered the widespread support of the 
association by the residents in the area.
One specific  problem facing Magicland is the development o f a 
key symbol and slogan which w il l  re la te  to the name Magicland, and 
stim ulate the to u r is t 's  in te re s t. This symbol and slogan should serve
1
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to  id e n tify  the area and the members o f the organization , and communi­
cate the main theme of the campaign. A fte r the to u r is t has been exposed 
to  the promotion, he should begin to associate the symbol and slogan 
w ith the area and p a rtic ip a tin g  members and be reminded o f the 
a ttra c tio n s  and good times the area o ffe rs .
T ra ff ic  studies by the State Highway Department ind icate  th a t  
the heaviest to u r is t t r a f f ic  in Montana is  between Yellowstone and 
G lacier National Parks, and th a t presently much of th is  t r a f f ic  is  t r a ­
veling  through Helena, which is  not a part o f Magicland. I f  these 
to u ris ts  could be induced to reroute th e ir  trave l by means of advertising  
and promotion they could become a sizeable market potentia l fo r  Magicland. 
In addition to  th is  north-south t r a f f i c ,  there is  considerable to u r is t  
t r a f f ic  going east and west through the counties. This t r a f f ic  seems to  
be la rg e ly  nonstop, heading fo r  destinations outside the area. As a 
re s u lt o f analyzing the po ten tia l to u r is t business, the Magicland organi­
zation  decided on two goals fo r  i t s  promotional program: (1 ) to a ttra c t
to u ris ts  to Magicland; and then (2 ) to  keep the to u ris ts  they do a ttra c t  
in  Magicland as long as possible. The purpose of th is  paper is  to  
develop a coordinated promotional plan fo r  the area to s a tis fy  these 
two goals. To help ensure the success o f th is  plan, two aspects should 
f i r s t  be examined: (1 ) the to u r is t  market; and (2 ) the seven-county
area. Thus, Chapter I I  w i l l  include an analysis o f the to u r is t market; 
Chapter I I I  w i l l  discuss the aspects o f the area (o r product) being 
promoted; and Chapter IV w i l l  concentrate on the proposed campaign 
including the development of a symbol and slogan.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
CHAPTER I I  
TOURIST MARKET
The objective o f a promotional campaign is  to  influence the 
market, and the degree to which th is  objective is  attained w il l  depend 
a great deal upon a knowledge of the market. In the case of Magicland 
such information as the general characteris tics o f the tourists  in 
Montana and th e ir  behavior while trave ling  can provide valuable insights  
in to  the most e ffe c tiv e  promotional appeal to use, the proper timing and 
location fo r advertis ing, and the best advertising media to be used. In 
add ition , th is  market information may be u til iz e d  to develop and improve 
the area. Therefore, the information presented and conclusions drawn in 
th is  section w il l  be in large measure the foundation fo r the promotional 
campaign.
The data presented in th is chapter were taken mainly from two 
studies which have been made on Montana to u r is t and business trave le rs . 
Data on both touris ts  and business travelers are presented, because they 
both u t i l iz e  bas ically  the same f a c i l i t ie s .  Furthermore, the businessman 
is  a potentia l to u r is t;  but more important, he is valuable in promoting 
the area through communication with others. As w il l  be emphasized la te r ,  
word-of-mouth advertising is the most e ffe c tiv e  means of influencing  
to u ris ts . The f i r s t  study, the Montana Travel Study, by Robert F.
Wallace and Daniel R. Blake, was compiled from personal interviews
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
conducted throughout the state  over a twelve=month period from July of 
1962 to August o f 1963. The second study by the Montana State Highway 
Department is  based on approximately 4,000 interviews conducted from 
1958 through 1960 w ith in  the s ta te . In u t il iz in g  the information obtained, 
a f a i r ly  comprehensive market p ro file  can be developed.
The following is  a l i s t  o f points which w il l  be discussed in  
th is  chapter.
(1) Residence of trave lers
(2) Mode o f trave l and lodging habits
(3) Characteristics of the t r ip
(4) Characteristics o f the trave lers
(5 ) Influences on t r ip  plans
(6 ) Tourist a c t iv it ie s  while on th e ir  t r ip
Where the Tourists Came From
Certain general factors o rd in a rily  determine where any s ta te 's  
trave lers  come from. The two main factors involved are the population 
of the state  o f o rig in  and the distance of the s ta te  of orig in  from the 
area in question.^ Both o f these factors are closely re lated . For 
instance, a large population a t a great distance normally w il l  not bring 
any more trave lers  to an area than a smaller population at a lesser d is­
tance. The National Travel Report, in 1963, reported that three out o f 
four tr ip s  completed during 1963 were to destinations w ithin 200 miles
^R. F. Wallace and D. R. Blake, Montana Travel Study (Bureau 
of Business and Economic Research, School o f Business Administration, 
University  o f Montana, Missoula, 1966), p. 11.
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from home. Thus, applying these two factors to Magicland, we should 
expect a large percentage of the touris ts  to be residents of Montana and 
the bordering states. Interviews with trave lers  u t il iz in g  public and 
commercial lodging fa c i l i t ie s  w ith in  Montana revealed that Montana re s i­
dents made up nearly a th ird  o f the lodging patrons (see Table 1 ). The 
data in  Table 1 also show th at over 50 percent of overnight travelers  
are from the northwest section of the United States. Since the Magicland 
organization has a lim ited  budget with which to promote the area, the 
data provided by The National Travel Report and the Montana Travel Study 
are s ig n ific a n t. The largest potential to u ris t market is  close by.
With lim ited  funds, i t  is  log ical that advertising be concentrated in the 
area where the greatest potentia l market l ie s . Advertising w ithin the 
local area and adjacent v ic in it ie s  w il l  contact those people who are 
most l ik e ly  to be persuaded to v is i t  Magicland.
By advertising in  Montana, the organization w ill  maximize its  
ad exposure. Furthermore, the size of the market liv in g  in and trave ling  
through the state is  more than large enough to u t i l iz e  a ll  of the f a c i l i ­
tie s  o f Magicland. The promotional campaign should be designed to  
a ttra c t people already trave ling  or liv in g  in the surrounding areas before 
advertising on a larger scale. Funds spent by the organization to com­
pete with Yellowstone and G lacier Parks could be funds wasted, since the 
parks have a much stronger appeal to  to u ris ts . However, once the tour­
is ts  have entered the area, the organization can encourage them to v is i t
2
United States Bureau of the Census, and United States Depart­
ment of Commerce, 1963 Census o f Transportation (Washington: Government
P rin ting  O ffic e , 1964), p. 1.
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TABLE 1
DISTRIBUTION OF RESIDENCE OF TRAVELING PARTIES BY REGION 
AND BY STATE AS SHOWN BY LODGING INTERVIEWS
Northwest
Montana 
Washington 
North Dakota 
Oregon 
Wyomi ng 
South Dakota 
Idaho
Southwest
C a lifo rn ia
Utah
Colorado 
Nevada 
New Mexico 
Ari zona
North Central
Minnesota 
Nebraska 
111i noi s 
Michigan 
Ohio
Wisconsin
Iowa
Indiana
Other
54.4 %
32.5
8.8
4.1
3.6 
2.8
1.7 
0.9
9.1
4.0
3.9
1.3
0.2
0..Î
3.7
3.6
2.4
1.3
1.2
1.0
0.5
0.0
18.6
13.7
TOTAL
13.3 
100.0 %
SOURCE: R. F. Wallace and D. R. Blake, Montana Travel
Study (Bureau of Business and Economic 
Research, School of Business Administration, 
U niversity o f Montana, Missoula, 1966), p. 12.
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a
Magicland along with the national parks. Most advertising studies prove 
th a t campaigns focused on a known market are most e ffe c tiv e .
Mode of Travel and Lodging Habits
According to the Montana Travel Study. 88.5 percent of a l l  
to uris ts  trave ling  in Montana used an automobile as a means of transpor- 
ta tio n .^  Because of th is , service stations are key points fo r the d is­
trib u tio n  o f trave l information and fo r personal s e llin g . Since such a 
large percentage of touris ts  are trave lin g  by automobile, signs and b i l l ­
boards should be employed along heavily traveled a rte r ie s .
Table 2 provides a breakdown fo r a l l  the lodging fa c i l i t ie s  
used by o u t-o f-s ta te  touris ts  (data on Montana resident tourists are 
unavailab le). I t  is  quite l ik e ly  that friends and re la tives  play a more 
important ro le  in influencing to u ris ts . The significance of friends and
re la tives  w il l  be pointed out in conjunction with the information pre­
sented in the following section. The data reveal that most tourists  
prefer motel f a c i l i t ie s ,  which indicates the importance of these f a c i l i ­
t ie s  in the future development o f Magicland. M ote ls ,like  service sta tions, 
are ideal points to d is trib u te  to u ris t information and u t i l iz e  word-of- 
mouth advertis ing.
Characteristics o f the Trip
As shown in Table 3 , the number o f nights spent in Montana by 
o u t-o f-s ta te  motorists averaged 3 .9 . Only a small percentage of an
^Wallace and Blake, oĝ . c i t . , p. 22.
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TABLE 2
USE OF LODGING FACILITIES REPORTED 
BY OUT-OF-STATE MOTORISTS
Type of F a c ility  
Motel
Friends and Relatives
Camping
Hotels
T ra ile r  House
Car Equipped For Sleeping
Tourist Rooms
Other
TOTAL
Percent Reporting Use
51.4
16.5 
12.3
4.2
2.2  
2.1 
0.6
10.7
100.0
SOURCE: Montana Travel Study, p. 31.
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TABLE 3
AVERAGE TOTAL TRIP DURATION AND NIGHTS SPENT IN MONTANA 
OUT-OF-STATE MOTORISTS BY TYPE OF ACCOMMODATION
Type of Accommodation
Total Trip  
Duratlon 
( In  days)
Nights In  
Montana
Number of 
Travelers
Motel 20.5 2.8 397,546
Hotel 18.2 4.6 32,484
Tourist Rooms 29.0 8.7 4,641
Camping 24.7 3.7 95,133
Friends and Relatives 17.7 6.8 127.617
T ra ile r  House 29.8 6.8 17,016
Car Equipped For Sleeping 23.9 1.6 16,242
A ll Accommodations 20.3 3.9 773,435
SOURCE: Montana Travel Study, p. 60.
10
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average m otorist's to ta l t r ip  is spent in Montana. Consequently, i t  is 
l ik e ly  th a t there would be considerable opportunity to encourage them 
to spend more time in the area. For example, interviews with motorists 
staying in motels showed th at th e ir  average t r ip  length was 20 days and 
yet they spent only about three nights in Montana. This indicates that 
there is a market p o te n tia lity  th a t should be aimed at in a promotion.
As might be expected travelers v is it in g  friends and re latives  
stay in Montana about four nights longer than travelers using motel 
accommodations. Although the revenue generated by travelers using other 
types o f lodging f a c i l i t ie s  represents a larger potential market in 
terms of d o lla rs , to uris ts  staying with friends or re la tives  should not 
be overlooked. Once these people are in the area, much can be done through 
promotion to encourage local residents to create a desire in these 
guests to see the area's a ttrac tio n s . I f  the guests are impressed with 
the area, they are sure to be promoters of Magicland through word of 
mouth. Thus, a promotional program fo r  Magicland should be designed 
with the local residents and th e ir  v is ito rs  in mind.
The average trave lin g  party spends $28 per day while traveling  
in Montana.* Figure 2 shows the breakdown fo r th is  average d a ily  expendi­
tu re . I f  every to u r is t entering Magicland were to spend even one addi­
tion a l day in the area, the economic effects  are apparent. The most 
s ig n ific a n t economic benefits from tourism re su lt from expenditures fo r  
automobile expenses, meals, and lodging. Recreation plays a re la tiv e ly
* Ib id . , p. 88.
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FIGURE 2
DISTRIBUTION OF AVERAGE DAILY EXPENDITURES 
FOR ENTIRE YEAR, ALL TRAVEL PERIODS
MEALS
LODGING
AUTO
RECREATION
FOOD
TRANSPORTATION
OTHER
7.3
3.2
2.2
6.3
30.3
27.1
23.6
SOURCE: Montana Travel Study, p. 95.
12
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minor ro le  in to u r is t expenditures. Therefore, the benefits from 
tourism must be gained from the to u ris t f a c i l i t ie s  rather than the 
a ttrac tio n s .
C haracteristics o f Montana Travelers
Knowledge of characteristics such as the size o f the trave l 
parties and incomes of travelers can be benefic ial in determining an 
e ffe c tiv e  promotional campaign. Table 4 shows the size d is tribu tion  of 
a l l  trave l parties during various seasons of the year.
TABLE 4
PERCENTAGE DISTRIBUTION OF TRAVEL PARTIES
NUMBER OF PERSONS IN PARTY.
AND AVERAGE PARTY SIZE,
BY SEASON
Season 1 2 3 4 Over 4
Average
Party
Size
Summer 27.2 31.5 11.8 15.9 13.4 2.6
O ff Season 45.7 35.2 8.3 6.5 4.3 1.9
E ntire  Year 38.5 33.8 9.7 10.2 7.8 2.2
SOURCE: Montana Travel Study, p. 33.
The average party size during tiie summer season is 2.6 people 
while th a t fo r  the en tire  year is 2 .2 . This higher figure during the 
summer months could be a ttrib u ted  to the fa c t that more children are 
l ik e ly  to be trave ling  at that time of year. Since tourism in Magicland
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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is large ly  confined to the summer months, the 2.6 average party size is  
considered to be the most relevant fig u re . In analyzing th is figure one 
could conclude that the average to u r is t party trave ling  in Montana, 
except fo r  businessmen trave ling  alone, is  made up of husband and w ife  
and generally one ch ild . Assuming th is  is a va lid  conclusion, Magicland 
must promote those things which w il l  appeal to a l l  the members o f the 
fam ily.
A look at the incomes o f travelers in Montana can indicate  
what type o f f a c i l i t ie s  w il l  appeal to to u ris ts . The Montana Travel 
Study indicates th at approximately 50 percent o f the travelers in Montana 
have incomes between $5,000-$9,999, and 21 percent have incomes between 
$10,000-$14,999.^ This information gives only a general indication  
concerning the incomes of people trave ling  in the area, but income 
s ta tis t ic s  should be kept in mind in  developing and promoting Magicland. 
Regardless o f how high the income of the to u ris t may be, studies have 
shown that the to u ris t tends to seek out attractions that are free of 
charge and patronize those establishments which o ffe r special bargains or 
reduced ra tes ; however, th is  does not mean that the to u ris t is w illin g
g
to s a c rific e  q ua lity  or service fo r economic gain. The fa c i l i t ie s  and 
attrac tions w ith in  Magicland are bas ically  oriented toward the middle 
income group, and fu ture  development should be oriented toward the same 
income group.
Sib id . , p. 40.
^Harold Clement, "F ire Water Sex Greed Fear," Marketing 
In s ig h ts , Vol 1 (February 20-24, 1967), pp. 10-11. Dude ranch guests 
make up a notable exception to th is  statement. These travelers make an 
economically s ig n ific a n t contribution to to u ris t business. High incomes 
and high d a ily  expenditures are ch arac teris tic  of th is  group.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Influences on Trip  Plans
In developing a promotional campaign fo r tourism, i t  is import­
ant to know what considerations touris ts  take into  account in planning 
th e ir  vacations. Any information regarding when plans are made, what 
influences decisions and so fo rth  w il l  help to determine the type and 
timing o f advertisements.
Studies reveal that touris ts  generally plan th e ir  trip s  between 
March and August.^ There is a tendency fo r vacationers to postpone
u n til the la te s t possible date the f in a l decision on th e ir  tr ip s .
Table 5 shows the results of a survey on "who decided" on 
vacation tr ip s .
TABLE 5
WHO DECIDED 
(Percent)
Husband 29.7 %
Wife 13.6
Husband and Wife 31.0
Entire Family 14.0
Children 3.7
Other 7.9
SOURCE: Montana Travel Study, p. 50.
Both the husband and w ife decide on the t r ip  in 31 percent of the cases,
and in 29.7 percent of the time the husband made the decision. This
^Wallace and Blake, o^. c i t . , p. 51.
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la s t figu re  could be m isinterpreted because the husband and w ife are 
going to be influenced by the desires o f one another and th e ir  children, 
and th is  fa c to r may not be accounted fo r  in the tab le .
Taking these facts into  consideration, advertising should not 
be directed to any one sp ec ific  person but rather to the en tire  fam ily. 
Inform ation, such as when the tr ip s  were planned and who made the deci­
sion about vacation t r ip s , could be fu l ly  u t il iz e d  in a large-scale  
promotional campaign. With lim ited  funds, Magicland cannot attempt to 
reach to uris ts  in th e ir  homes but must concentrate on the tourists  
already in  the local area and adjacent v ic in it ie s .
Factors influencing to u ris t t r ip  decisions are indicated in  
Table 6. The importance of word-of-mouth advertising is  apparent in  
analyzing what influenced t r ip  decisions. Word-of-mouth advertising  
costs nothing and is very e ffe c tiv e . More w il l  be said on how to 
develop th is  medium in Chapter I I I .
TABLE 6
WHAT INFLUENCED THE DECISION 
(Percent)
Advertising in Magazines or Newspapers 5.1 %
Descriptive L ite ra tu re  or Brochures 6 .8
Friends or Relatives 30.1
Passing Through 11-8
Previous V is its  39.8
Other 6.5
SOURCE: Montana Travel Study, p. 54.
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D irect advertising through magazines, newspapers, and brochures 
has played a re la tiv e ly  in s ig n ific a n t part in the Montana to u ris t industry. 
One could only guess whether th is small ro le  could be a ttribu ted  to the 
f a i r ly  small amount o f to u ris t advertising being done in the s ta te .
The high percentage of trave lers  who were influenced to vacation 
in Montana because o f previous v is its  indicates th at tourism is  not a 
"one shot proposition." I f  a to u r is t has an enjoyable vacation, i t  is 
l ik e ly  th a t he w il l  return and possibly persuade others to v is i t  the 
area. This indicates the importance o f providing the to u ris t with a 
satis fy in g  experience while he is  trave ling  in  Magicland.
Although studies show th at most tourists plan in advance what 
travel routes they w il l  use on th e ir  t r ip s , the data do not indicate to 
what degree these plans are followed. One survey revealed that approxi­
mately 18 percent o f a l l  travelers interviewed asked fo r help in planning
O
th e ir  travel route. Of those who asked fo r  help, over h a lf received 
assistance from trave l and motel associations, 23 percent received help 
from friends and re la tiv e s , and about 17 percent were aided by gas station
9
attendants. Therefore, these three information sources should be taken 
in to  account in planning a promotional campaign.
Tourist A c tiv itie s
For promotional purposes, i t  is necessary to find out what 
a c t iv it ie s  the m ajority of touris ts  engaged in while trave ling  in Montana.
B ibid . ,  p. 75.
9 lb id .
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Logically those a c tiv it ie s  touris ts  most frequently engage in are the 
things they enjoy most. With an understanding of these a c tiv it ie s  one 
can establish  the promotional content that w il l  best influence the 
to u r is t . Table 7 summarizes the a c t iv it ie s  partic ipated  in by summer 
vacationers.
The major a c t iv it ie s  are sightseeing (which could include 
v is it in g  national parks, v is it in g  h is to ric  places, and watching fo r  
w ild l i fe )  and shopping. To in i t i a l ly  a ttra c t touris ts  into the area, 
the f i r s t  f iv e  a c tiv it ie s  in  Table 7 should be promoted since most 
touris ts  p artic ip a te  in them. A fte r the touris ts  have entered the area 
the more specialized a c t iv it ie s ,  such as hiking and horseback rid in g , 
can be promoted. Further discussion of th is point w il l  be made in 
Chapter IV.
Magicland is  not equipped to compete d ire c tly  with Yellow­
stone National Park or the State C apito l. Consequently, the organi­
zation should not attempt to draw to uris ts  away from such attractions  
but ra ther encourage them to v is it  Magicland along with these other 
areas. Advertising should create the fee ling  in the to u ris ts ' minds 
th a t they w il l  be missing some s ig n ific a n t sightseeing i f  they do not 
also v is i t  Magicland.
Summary
I t  is necessary to gather a ll  the pertinent market information 
availab le  to  provide a sound foundation fo r the promotional campaign.
The information and conclusions drawn establish the premises fo r  the 
chapters to fo llow .
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TABLE 7
ACTIVITIES PARTICIPATED IN BY SUMMER TRAVELERS
(Percent)
General Sightseeing 97.6 %*
V is itin g  National Parks 84.1
Taking Pictures 82.2
V is itin g  H is to ric  Places 60.9
Watching fo r  W ild life  54.5
Shopping 51.0
Fishing 32.9
Camping 29.5
Collecting Rocks 21.3
Hiking 19.7
Water Sports 14.2
Attending Rodeos 10.2
Horseback Riding 9.4
*Most trave lers  reported they engaged in several 
a c tiv it ie s
SOURCE: Montana Travel Study, p. 70.
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Because of the size o f the market, the lim ited  risk  involved, 
and the fin an c ia l lim ita tio n s  of the organization, Magicland should 
d ire c t promotion toward the nearby residents of Montana and o u t-o f-s ta te  
to uris ts  trave lin g  in  the s ta te . Since most tourists travel by automo­
b ile  and stay in motels, both service stations and motels are key points 
fo r  the d is trib u tio n  of to u r is t information and the u t il iz a t io n  of per­
sonal s e llin g . Relatives and friends are important in  providing lodging 
and influencing to u ris ts . Most to uris ts  are trave ling  as family units 
and are in the middle income group; thus, advertising should be oriented  
toward the whole fam ily , and the fa c i l i t ie s  w ithin Magicland should 
concentrate on providing fo r middle income tastes. The average to u ris t  
spends $28 per day mainly on meals, lodging, and automobile expenses. I f  
the organization could keep the to u r is t in the area one or two additional 
days, the economic effects  would be s ig n ific a n t. Most Montana tourists  
engage in general sightseeing (which includes v is itin g  national parks, 
v is it in g  h is to ric a l a ttra c tio n s , and watching fo r w ild li fe )  and shopping. 
Consequently these a c t iv it ie s  should be kept in mind in developing and 
promoting tourism in Magicland.
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CHAPTER I I I  
PRODUCT EVALUATION
The product the seven counties want to promote is  a package— 
a package composed of the people in the area, the to u ris t f a c i l i t ie s ,  
and the area's to u r is t a ttrac tio n s . I t  is important fo r the organization  
to c a re fu lly  examine each element o f th is  product package before promoting 
the area.
Advertising can in i t i a l ly  persuade the consumer to buy a 
product— or product package—but, unless the product meets consumer 
expectations, repeat sales w il l  not be made regardless of the amount of 
advertis ing. I l l  w il l  created by word-of-mouth communication from dis­
s a tis fie d  customers could conceivably negate the effects  of advertising. 
This is one reason many large companies invest m illions of dollars to  
te s t and evaluate products before placing them on the market. In the 
long run, the success of a promotional campaign rests on the qua lity  of 
the product. Consequently, to ensure the successful promotion of the 
area, the organization should evaluate th e ir  product, and try  to develop 
i t  in such a manner as to ensure to u ris t sa tis fac tio n . Without a r e a l i ­
zation o f exactly what is  being sold the results o f the promotion of 
Magicland could be much less than expected.
This chapter w il l  discuss how each element of th is complex 
product should be evaluated and developed. The proposals made in th is
21
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section are considered to be prerequisites fo r the promotional campaign 
discussed in Chapter IV .
People
Frequently, a to u r is t 's  evaluation of an area is influenced 
by his opinion of the residents. Since residents are in contact with 
to u r is ts , th e ir  behavior and attitudes in large measure determine the 
image the area pro jects. Therefore, one of the most important aspects 
of the product is the people who liv e  in Magicland. This includes both 
the employees of to u ris t-o rien ted  businesses and the residents who are 
d ire c tly  associated with tourism. As mentioned e a r l ie r ,  tourists often 
ask employees of service s ta tions, restaurants, and motels fo r directions  
or advice. These employees are in a position to influence the to u ris t  
but the influence can be e ith e r positive or negative. Employees who do 
not have much knowledge of the area and its  attractions usually show 
l i t t l e  enthusiasm; such an a ttitu d e  is read ily  apparent to the to u r is t,  
who in turn may not be encouraged to stay in Magicland. On the other 
hand, i f  these employees can develop enthusiasm about th e ir  respective 
communities and the area's a ttrac tio n s , th e ir  personal contact with  
to uris ts  can be very e ffe c tiv e  in building a favorable image fo r Magicland. 
Magicland members should not assume th at employees w ill become enthused 
and well-inform ed on th e ir  own. The organization should take d irec t  
action to assure a p o s itive , even enthusiastic, a ttitu d e . For example, 
the employees belonging to the organization could c o lle c tiv e ly  or 
in d iv id u a lly  set up a short tra in in g  program on the proper techniques fo r  
dealing with to u ris ts . The content of th is program would teach such
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things as the importance o f tourism to the welfare o f an employer of 
a to u ris t-o rien te d  business, the type of conduct that w il l  create a 
pleasant atmosphere, and the important ro le that employees play in  
attrac tin g  to u ris ts . In add ition , employers could sponsor short tr ip s ,  
out o f season, to the local a ttractions to ensure employee fa m ilia r i­
zation. Investment by the employers in  such programs should be easily  
recouped in additional business.
I t  is also important, but somewhat more d i f f ic u l t ,  to educate 
the other residents of Magicland. Regardless o f how removed the re s i­
dent is  from the to u r is t industry, he should understand the importance 
of tourism to the area. Often casual conversation by organization  
members can point up the economic significance o f tourism in  the form 
of community benefits . But one way or another, residents should be made 
aware o f the importance of th e ir  behavior to the success of tourism.
Local service groups can make a considerable contribution to  
the education o f residents. They could sponsor a "get acquainted with 
your area" campaign in which the residents would be encouraged to get 
out and see local a ttra c tio n s . For a program such as th is , i t  would be 
reasonable to assume th a t local radio , te le v is io n , and newspapers would 
donate advertising time and space; but i f  they do not, money spent on 
such campaigns is  not wasted.
I f  the residents understand the importance o f th e ir  behavior 
in creating the atmosphere o f the area, perhaps they w il l  adopt the type 
of a ttitu d e  which w il l  compliment the to u r is t a ttrac tio ns . As was 
mentioned before, most touris ts  are looking fo r beautifu l scenery and
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points o f h is to ric a l significance of the "Old West." What type of 
people would touris ts  most l ik e ly  expect to be associated with such an 
area? The scenery represents a certa in  spaciousness, a relaxed way of 
l i f e ,  a return towhat l i f e  was lik e  in  the early  days of the West. The 
people who would best ty p ify  th is  desired image would be relaxed* 
fr ie n d ly , and hospitable; and the corresponding atmosphere they would 
project would be one of fr ie n d ly  western h o s p ita lity .
Creating the atmosphere o f western h o s p ita lity  can be done by 
a le rtin g  the residents to the ways they can contribute, and th e ir  help 
can be s o lic ite d  by specialized treatment. One specific  example would 
be to present id e n tific a tio n  badges to a ll  the participants of the educa­
tion a l programs. These badges would have the symbol of Magicland d is­
played (to  be i llu s tra te d  in Chapter IV) along with a frien d ly  western 
greeting and the name o f the wearer. The person wearing the badge w ill  
be reminded of his importance to successful tourism in the area, and the 
to u r is t  w il l  associate the symbol of the area with the hospitable tre a t­
ment he receives from the wearer.
F in a lly , the residents must understand the concept of reciprocity  
which is  very important to the success of th is campaign. Not only should 
each member promote the a ttractions w ithin his county but the attractions  
in other parts o f Magicland. I f  th is  is  practiced throughout the area, 
the concept o f Magicland should be strengthened. The important point is 
when one jo ins the organization and supports the promotional program, he 
must subordinate his personal in terests to the community good. What 
benefits one area w il l  in time be beneficial to a l l  o f Magicland.
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Tourist A ttractions
The second aspect of the product package is  evaluation and 
development of sp ec ific  to u r is t a ttrac tio ns . Magicland is fortunate to  
have a wide va rie ty  o f to u r is t attractions which f i t  n icely in to  what 
Montana trave lers  demand. But a problem common to many to u ris t areas 
ex is ts— lack of proper maintenance and marking of to u ris t a ttrac tio ns .
Presently, many of the attractions are poorly marked and, in  
some cases, almost impossible to find  without consulting someone 
fa m ilia r  with the area. A to u ris t can become very frustrated  in  driving  
around try in g  to locate a poorly marked a ttra c tio n . Any s ite  that is 
going to be promoted by Magicland must be well-marked with road signs 
té  f a c i l i t a t e  ready discovery.
An example o f how to accomplish th is  marking has been provided 
by the Butte Chamber o f Commerce. Throughout Butte a suggested route 
has been marked with a sign o f a steer skull which i f  followed w il l  lead 
the to u r is t to the local a ttrac tio n s . However, Butte unfortunately has 
not located the signs close enough together, so that the to u ris t has no 
idea where the route begins unless he has stopped at the Chamber of 
Commerce to pick up a map of the route.
Whichever group, from individual county governments or local 
service groups to the members of Magicland, marks the sites is  irre le v a n t;  
but the Magicland organization should see that th is  is  done before any 
large-scale  promotion is undertaken. This should elim inate the ir r i ta t io n  
trave le rs  experience with poorly marked a ttrac tio n s . No matter how ins ig ­
n if ic a n t  th is  marking may seem, i t  should not be neglected.
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I f  the members o f Magicland decide to undertake the marking, 
th is  w il l  provide an ideal opportunity to get additional to u ris t exposure 
to  the symbol and slogan. From a promotional standpoint each to u ris t  
attrac tio n  should be regarded as a key location fo r fu rther promoting 
the area; employers and employees a t each s ite  should be eager to d irec t 
the to u r is t to the next s ite .  A detailed  illu s tra t io n  of the proposed 
s ite  markers w il l  be given in  Chapter IV.
In addition to properly marking the s ite s , they should be 
kept a ttra c tiv e  and in good rep a ir. The care o f many attractions through­
out the area is l e f t  up to the to u r is t , and th is  is  generally in s u ff i­
c ien t. Small groups formed early  in the spring from the members of 
Magicland could eas ily  spend a day or two at the to u ris t sites doing 
general cleanup and re p a ir. These same groups should occasionally check 
on the attractions throughout the to u ris t season. Obviously l i t te r e d ,  
ill-ke m p t picnic areas, camping grounds or points of in te rest detract 
from the image the organization is try ing  to promote, so continuous 
upkeep is very important.
Tourist F a c ilit ie s
The fin a l element o f the product package is  the to u ris t  
f a c i l i t ie s  which include lodging f a c i l i t ie s ,  eating establishments, 
automotive service centers, and general r e ta i l  stores.
Magicland w il l  try  to promote an a ttra c tiv e  image of the area, 
but members who f a i l  to build  th is  image through poor business practices 
w il l  thwart any promotional e ffo r ts . This is  why a l l  members who display 
the symbol and slogan o f the organization in th e ir  establishments and
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are represented in the advertising o f Magicland should meet and maintain 
minimal standards of appearance and cleanliness as well as qua lity  of 
product and services offered.
A representative committee could be elected from the existing  
membership to extablish these standards. This committee could appoint 
representatives from each county to p erio d ica lly  inspect existing  
members' f a c i l i t ie s  and the f a c i l i t ie s  of new applicants. This program 
should insure adherence to high q u a lity  standards throughout the area.
I f  tourists  associate high standards with the symbol of Magicland, then 
the membership in the organization w il l  carry a certain status; and re­
vocation of th e ir  r ig h t to use the symbol and slogan should insure 
adherence to the standards.
A fter th is program has been in it ia te d , most tourists w ill  
begin to develop a confidence in the Magicland symbol comparable to th e ir  
confidence in , fo r instance, the AAA rating  of the Best Western Motels 
Association. As th is  confidence increases, the effectiveness of Magic­
land' s promotional e f fo r t  w il l  increase.
Summary
The Magicland product consists of three d is tin c t aspects:
(1) the people in the area, (2 ) the to u ris t a ttrac tio n s , and (3) the 
to u ris t f a c i l i t ie s .  Since the residents of Magicland play a key role both 
in influencing the to u r is t and determining the atmosphere of the area, 
d ire c t steps should be taken to e l i c i t  th e ir  support. The most pro= 
mising approach to gaining resident support is through e ffo rts  conducted 
by employers and local service groups. Gaining widespread community
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backing requires consistency over a long-run period. Nothing specific  
needs to  be done to the attractions in the area, but the organization  
should assume the resp o ns ib ility  o f seeing that the sites are properly 
marked and in good rep a ir. The organization can exert the greatest 
control over the to u r is t f a c i l i t ie s ,  since most members are closely  
associated with these businesses e ith e r by reason of ownership or manage­
ment. Establishing standards which must be met by f a c i l i t y  owners fo r  
membership in the organization is  very important. This should also 
strengthen the organization by attaching status to membership in 
Magicland.
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CHAPTER IV 
PROMOTIONAL CAMPAIGN
Developing a promotional campaign fo r Magicland involves 
iden tify in g  and u t il iz in g  those forms of promotion which w il l  most 
l ik e ly  influence the market.
To begin w ith , a slogan and symbol must be developed fo r  
Magicland which w il l  serve to id e n tify  the area and constitute the core 
of the campaign. This chapter w il l  discuss a step-by-step campaign, 
sta rtin g  with the promotion by individual business members w ithin th e ir  
communities, turning to the promotion by Magicland w ithin the seven 
counties, and f in a l ly ,  the promotion outside the area. Concluding th is  
chapter w il l  be some long-range proposals which may not be presently 
appropriate but could be considered in the fu ture .
Two considerations hhould be kept in mind during the 
discussion of the campaign. F ir s t ,  in determining which attractions  
to promote, the organization should consider the previously mentioned 
a c tiv it ie s  that to uris ts  enjoy while vacationing in Montana. Secondly, 
the organization should attempt to make any printed material b r ie f  but 
in form ative, u t il iz in g  pictures or illu s tra tio n s  to convey the message 
whenever possible. Tourists are generally too preoccupied to be 
in terested  in any length  reading of promotional l ite ra tu re .
29
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Symbol and Slogan
This study does not endorse the name Magicland since i t  seems 
to  have l i t t l e  re lationship  to the area, and i t  does not e ffe c tiv e ly  
id e n tify  the area or i ts  a ttrac tions to the public. However, the name 
Magicland has been adopted and the organization has promoted the name; 
consequently, i t  would be d i f f ic u l t  to change to another name immediately. 
Thus, the campaign w il l  use the name Magicland, but th is  section w ill  
propose the use o f a slogan and symbol b e tte r associated with the area 
along with th is  name.
The symbol and slogan w il l  constitute the core of the campaign. 
I t  should serve to id e n tify  the area and organization members and provide 
the key coordinating lin k  fo r the promotion of the seven-county area.
They symbol and slogan should be designed so that i t  w il l  be able to 
a ttra c t to u ris t attention  and communicate with the to u ris t upon b r ie f  
exposure. The degree to which the symbol and slogan meets these q u a li f i ­
cations w il l  determine in  large measure the effectiveness of the campaign.
Figure 3 is an i l lu s tra t io n  of the recommended symbol and slo ­
gan fo r Magicland. The outline  o f the state  and the raised e ffe c t o f the
seven-county area should read ily  communicate s p e c ific a lly  what area is 
being promoted. The copper and gold coloring has a d e fin ite  re la tio n ­
ship to the area and should a ttra c t  a tten tion . The slogan, "A corner on
the Big Sky Country," is  used fo r  a number o f reasons. F irs t , the
phrase, "Big Sky Country," is  one th at most trave lers  are fa m ilia r  with  
because of its  use by the sta te  advertising department; i t  is desirable  
to t ie  in the promotion of Magicland with the promotion by the s ta te .
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Secondly, the phrase, "a corner on," implies th at geographically the 
seven-county area is  located in  a corner o f Montana, and in addition, 
th is  could be analogous to "a corner on the market."
Local Promotion
Since most members o f the organization are owners of to u ris t-  
oriented businesses, they should u t i l iz e  th e ir  personal advertising to 
promote the area. As mentioned previously, the success of th is campaign 
depends upon the widespread support of local residents. Thus, i f  the 
members display the Magicland symbol and slogan with th e ir  personal 
advertis ing, residents w il l  probably become fa m ilia r  with the organiza­
tion  and what i t  stands fo r;  and touris ts  trave ling  in  the area w ill  
also become fa m ilia r  with the symbol. Although such promotion seems 
s e lf-e v id e n t, fa ilu re  to carry promotion to every level of responsib ility  
can have an unwanted e ffe c t.
The f i r s t  step would be to display the Magicland symbol and 
slogan in the windows of a l l  members' businesses. To minimize costs and 
f a c i l i t a te  easy placement, the organization should produce large decals 
i l lu s tra t in g  the symbol and slogan. Close control should be exercised 
over the issuance o f these decals so th at they are only used by active  
responsible members o f the organization.
Paper mats (templates used fo r reproduction in p rin ting ) i l lu s ­
tra tin g  the symbol and slogan of Magicland should be made in various 
sizes and d is tribu ted  to members fo r  use in th e ir  personal advertising. 
When members advertise in  newspapers or other printed media they can 
in s e rt the appropriate size mat with th e ir  regular advertisements.
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Greatest in i t i a l  e ffe c t would probably be achieved by including on the 
mats a policy about the purpose of the organization in conjunction with 
the symbol and slogan. In add ition , members should promote the area 
through th e ir  individual radio and tie v is io n  advertisements. There are 
some other less obvious forms of promotion which should be used. For 
example, in restaurants, the placemats, napkins or menus could be used 
to  promote Magicland. Figure 4 is an illu s tra t io n  o f the promotional 
layout fo r  a placemat. A p ic to r ia l map could be included on the placemat. 
While waiting to be served, touris ts  are usually receptive to material 
describing the area they are v is it in g . I f  a map is  used, i t  must be 
simple, ye t inform ative. Both the distances and routes to attractions  
should be depicted. Figure 5 illu s tra te s  possible promotional use of 
menus. In the case o f the menu, however, the symbol and slogan is used 
along with a checklist o f a ttrac tions touris ts  should see before leaving 
the area. Advertising done by the individual members could promote only 
the attractions in the immediate area.
Motel owners and re ta ile rs  could u t i l iz e  s im ilar types of 
promotion. For example, motel owners could adapt the placemat layout fo r  
desk covers in motel rooms. R etailers could p rin t the symbol and slogan 
on th e ir  wrapping paper and sacks. The same could be printed on member 
sta tionery.
Service stations hand out a va rie ty  o f promotional items which 
provide additional sources fo r  promoting Magicland. I t  would not be 
d i f f ic u l t  to add the symbol and slogan to th is  m ateria l. For example.
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Figure 5 
Menu
THINGS TO SEE IN
B U T T E
M A ttie iA N lI
• BERKLEY PIT 
• COLUMBIA GARDENS 
• WORLD MUSEUM OF 
M I N I N G
PART OF THE COUNTRY
i  —35— I
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a ttra c tiv e  bumper stickers displaying the symbol and slogan would be 
p a rtic u la r ly  valuable displayed both on area cars and on cars of tourists  
going to other areas.
Figure 6 illu s tra te s  the id e n tific a tio n  badges previously 
mentioned, which can be worn by employees in to uris t-o rien ted  businesses. 
These badges can remind the employees of the importance o f th e ir  behavior 
to tourism and at the same time re la te , in the to u r is t 's  mind, the 
hospitable behavior o f the wearer to the organization.
The promotional items mentioned above (such as placemats, maps, 
menus) are adaptable to displays already being used by members; therefore,
the cost fo r  most o f th is  promotion should be minimal. I t  w ill  be more
e ffe c tiv e  and e f f ic ie n t  fo r  the individual members of the organization to  
cover the local segment through th e ir  personal advertising.
The organization Should take the responsib ility  to develop the 
decals and newspaper mats and to encourage members to use them. Magicland
should be ready to assist members in whatever capacity might be needed.
Promotion Within the Counties
Promotion w ith in  the counties is  necessary to achieve one of 
the basic objectives o f the campaign— to lengthen the to u ris ts ' stay in 
the area. As previously mentioned, the major economic benefits from 
tourism are closely re lated  to the length of time the to u ris t spends in 
an area, so obviously each individual member who cooperates in the pro­
motion helps himself as well as other members.
Marking attractions should begin the promotion w ithin the 
counties. Figure 7 provides an illu s tra t io n  o f a sign used to mark
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Figure 7 
Attraction Marker
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a ttrac tio n s . Signs should be standardized, using s im ila r coloring and 
le tte r in g  with a d is tin c t impression o f the symbol and slogan. Since 
the marking of attractions could conceivably involve considerable expense, 
the organization should plan to mark as many a ttra ttio n s  each year as 
the budget w il l  allow.
The next step taken by the organization should be the addition  
of the symbol and slogan fo r Magicland to the brochures already used by 
each county. In certa in  cases brochures presently in  use are su itab le , 
but others should be colored pictures depicting the major a ttrac tio ns . I f  
not already included in  the present brochures, there should b& ea$y-to- 
fo llow  directions to the a ttrac tio n s . Since the w ritten  m aterial must-be 
lim ite d , the se llin g  function w il l  have to re ly  mainly on well-chosen 
p ic to r ia l illu s tra t io n s . To re ite ra te , the brochures must be kept 
simple and inform ative.
The present method o f d is trib u tin g  the brochures through Chamber 
o f Commerce o ffices and the members in  the organization should be contin­
ued. There should be an exchange o f brochures between counties to assure 
th a t the to u ris t w i l l  be able to obtain information on the en tire  area.
Radio advertisement should not be overlooked because many 
to uris ts  enjoy lis ten ing  to th e ir  radios while trave lin g . This is also 
an exce llen t medium fo r  reaching service station  attendants and motel and 
restaurant personnel, since these employees frequently lis te n  to the 
radio while working. These employees should become informed about the 
special events and attractions and re la te  th is  information to the touris ts .
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
40
I t  is d i f f ic u l t  to determine what time of day radio advertising  
would be most e ffe c tiv e , but i t  seems lik e ly  that two or three spot com­
mercials during midmoming and midafternoon would cover the largest 
portion of to u ris ts . The commercials should be started in June and run 
through August on a d a ily  basis by enough stations to cover the en tire  
area.
The la s t area mentioned in promotion from w ith in  the counties 
is  advertising In the local newspapers. S im ilar to radio promotion, 
newspaper advertising shouTd emphasize special events and local 
a ttra c tio n s .
With newspaper advertis ing, i t  is  important to stress a con­
tinual approach rather than ju s t one or two large advertisements.
Assuming the funds are av a ilab le , i t  would be desirable to use daily  
advertisements; however, i f  the budget lim its  the advertising to one 
weekly in s e r t, th is  should be run on Sunday when circu la tion  is highest 
and readership most thorough. Newspapers having the largest c ircu la tion  
should be given top p r io r ity  to  provide fo r maximum coverage most 
economically.
Promotion Outside the Counties
Only a f te r  the organization is  sure th at a proper amount of 
promotion is being done w ith in  the counties should e ffo r t  be concentrated 
outside the area. This sort o f promotion has a somewhat d iffe re n t ob­
je c tiv e  than the advertising w ith in  the counties. This advertising w il l  
emphasize a ttrac tin g  touris ts  into  the area. Promotion outside the area
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should encourage touris ts  to v is i t  Magicland along with the other major 
attrac tio ns in Montana, rather than attempting to compete with these 
areas.
The f i r s t  step in promoting outside the area should be the 
development of a brochure describing Magicland in its  e n tire ty . This 
brochure should include one or two of the major attractions from each 
county. Pictures (preferably in color) o f each a ttrac tio n  should be 
used, accompanied by a b r ie f  explanation where appropriate. The organiza­
tion  can adopt the format o f the brochure already being used, including 
the map showing the location o f a ttractions with routes which could be 
used to reach them.
The brochures should mention the large number o f to u ris t  
f a c i l i t ie s  availab le  and the hospitable western atmosphere that can be 
found in the area and must encourage touris ts  to look fo r the Magicland 
symbol fo r  assurance o f high q u a lity  goods and service.
As mentioned previously the organization should begin by 
advertis ing w ithin the local area and adjacent v ic in it ie s . S p e c ifica lly , 
the promotion should be concentrated in the to u ris t centers surrounding 
Magicland, such as West Yellowstone, Bozeman, Helena, Missoula and 
G lacier Park. These areas have a large p o te n tia l, and th e ir  close 
proximity provides a greater p ro bab ility  of encouraging tourists to 
v is i t  Magicland. The brochures should be d istributed  through service 
sta tio n s , motels, hotels, and restaurants in these areas. Additional 
brochures should be given to the s ta te  advertising department fo r  
c ircu la tio n  throughout eastern Montana and the bordering states. The
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brochures should be made and ready fo r d is trib u tio n  by March cf each 
year. When necessary these brochures should be changed to keep them 
current.
A calendar o f events could be u tiliz e d  in conjunction with the 
brochures. Figure 8 is an illu s tra t io n  of how a calendar of events might 
appear. Representatives from each county should meet each spring to 
plan th e ir  summer events to that they are scheduled as evenly as possible 
throughout the summer. The calendars should be d istributed in a fashion 
s im ila r to that of the brochures. Each member should be encouraged to  
display the calendar in his business establishment.
Because the automobile is the major means of transportation  
among to u ris ts , highway signs are an excellent medium with which to 
reach the market. However, great care should be exercised in using 
them, since a considerable number of signs along the highway already 
compete fo r the tra v e le r 's  attention  and the speeds presently traveled  
by motorists can l im it  a sign's effectiveness. Figure 9 is an i l lu s ­
tra tio n  o f an appropriate highway sign fo r Magicland. Only the general 
attractions w ithin the e n tire  area are mentioned. The advertising on 
the sign is kept simple because any amount o f d e ta il would l ik e ly  be 
wasted.
Presently, Magicland has one highway sign in West Yellowstone 
which is an ideal location. Since the costs of building and erecting  
signs are p ro h ib itive , the organization w il l  have to compete with other 
advertisers fo r the signboards availab le  in the approximate locations 
desired. With th is  in  mind, Magicland should attempt to u t i l iz e  one
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sign each (by order o f importance) in the v ic in it ie s  of Helena, Missoula, 
Bozeman, and G lacier Park. This w il l  cover the largest to u ris t areas 
which are in the closest proximity to the seven counties. A ll the signs 
can be standardized except fo r  a b r ie f  d irection to Magicland. I f  
financés w il l  not permit using a l l  the signs at the present time, those 
considered most important should be erected f i r s t .
F in a lly , newspaper advertising should be used in promoting 
Magicland outside the seven counties. As with newspaper advertising  
w ith in  the counties, continual promotion should be stressed, rather than 
the use o f one or two large advertisements a season or a month. By order 
o f importance, advertising through newspapers should cover West Yellowstone, 
Helena, Missoula,and Bozeman. Advertising should be placed in each 
Sunday issue s ta rtin g  in June and running through August. The frequency 
and number o f newspapers used can be adjusted to match available funds.
There is a form of free p ub lic ity  which could be used in con­
junction w ith the newspaper media. This is  the general news items 
frequently published about an area. To take advantage of th is , one or 
two members o f the organization should be appointed to w rite  up and d is t r i ­
bute general news releases about events which are taking place. News­
papers are usually quite cooperative in prin ting  such releases especially  
when they come from regular advertisers.
The newspaper advertisements should promote major attractions  
and special events w ith in  the seven-county area with emphasis on the 
hospitable western atmoshpere and numerous a ttra c tiv e  to u ris t f a c i l i t ie s .
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Mention should also be made of the purpose of Magicland and the q ua lity  
th a t can be guaranteed by patronizing businesses displaying the Magicland 
symbol.
Long-run Prospects
For future promotion, the organization might consider other 
promotional stunts, such as establishing to u ris t information booths 
throughout the area; staging continuous special events to detain and 
a ttra c t touris ts  in to  the area; h iring  a part-tim e professional to handle 
the adm inistration o f a l l  Magicland promotion; cooperative advertising on 
the national level in conjunction with Yellowstone and Glacier Park; and 
designing special costumes fo r employees of to u ris t related businesses 
that would help pro ject the desired image o f Magicland.
Summary
For a symbol and slogan, the outline of the state and the 
raised e ffe c t o f the seven counties should be used in conjunction with 
the phrase, "a corner on the Big Sky Country." This symbol and slogan 
should read ily  communicate with the touris ts  with lim ited  exposure.
I t  is  designed such th at i t  can be eas ily  adapted to a ll  types of pro­
motion.
The f i r s t  step o f the campaign should concentrate on the local 
segment by u t il iz in g  personal advertising of the individual members.
The organization should be responsible fo r developing newspaper mats, 
decals, and other promotional devices to aid individual members. Next 
the organization should c o lle c tiv e ly  promote w ith in  the seven counties
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through county brochures, newspapers, and radio. The campaign emphasizes 
promotion w ithin the counties since the to u r is t must be persuaded to 
stay in the area.
When the organization is  assured that the f i r s t  two steps have 
been properly implemented, then the fin a l step of the campaign can be 
undertaken— promotion outside the seven counties. This should involve 
promotion o f the en tire  area through brochures, newspapers and highway 
signs. The promotional approach should encourage tourists to v is it  
Magicland along with other major to u ris t centers. To insure thorough 
coverage and maximum effectiveness, the promotion and coverage outside 
the area should be lim ited  to West Yellowstone, Helena, Missoula,
Bozeman and G lacier Park.
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